Abstract. This paper mainly argued brand engagement as a new component of service value and supply chain in social media age, and employed methods including literature review, questionnaire survey and structural equation analysis. The results showed that: (1) the traditional theory holds that the process of value creation of an enterprise takes place inside the business, and the customer is merely a passive recipient that enjoys the value generated by the enterprise. However, in the social media age, customer brand engagement has become a new component of service value and supply chain, for that customer brand engagement can generate transaction value; (2) by employing structural equation analysis, results showed significant regression weights of customer involvement, perceived interactivity, customer satisfaction, trust on brand engagement, and the same between brand engagement and brand loyalty. The results confirmed that customer brand engagement can act as a mediator variable between brand satisfaction and brand loyalty. This paper gave new insights into the understanding of nature of Customer Brand Engagement and empirically proven the relationships of Customer Brand Engagement in service value and supply chain.
Introduction
In the last few decades, social media has changed the way our society consumes and creates information, allowing individuals to share their own ideas and opinions to the Internet. From a business perspective, social media platforms have transformed how customers interact with companies, diminishing marketers and brand's control while enhancing the power of online users. This phenomenon is due to the consumer-generated content (CGC) with virtual communities allowing fans to share their own content and experiences via any brand's page and becoming a significant factor of the business strategy [1] (Leung et al., 2013) . With more and more attention paid to customers' non-purchase behaviors and the deepening of the studies concerning this research topic, in 2006 some scholars put forward the notion of customer engagement, establishing a new set of studies around the idea of customer brand engagement (CBE). Customer brand engagement refers to a psychological state resulted from the positive interaction between the consumer and the brand, including customer experience and any experience of co-creation between both actors. This behavior, which exceeds the purchase process and is based on an interacting process, is known as customer engagement. Consequently, customer brand engagement has emerged as a new component of the service value and the supply chain, as previous studies have successfully confirmed its influence on the creation of transaction value.
Specifically, researches into the concept of 'CBE' have been rapidly developed in the academic marketing literature during the last five to seven years [2] . Key contributions in this area include the development of theoretically related conceptualizations, including 'customer brand engagement' , 'social media engagement' [3] conceptualizations are subject to specific theoretical differences, they predominantly reflect an individual's psychologically-based willingness to invest time in interacting with particular engagement objects (e.g. a brand or firm), often beyond purchase [4] (Hollebeek, 2016) . Some researchers have previously investigated the main factors behind the idea of customer engagement (cognitive, emotional and behavioral) providing the keys to understand this concept (Hollebeek, 2013) . Recent studies have focused their efforts on the optimization and measurement of customer engagement developing a model tan compromises its three dimensions . Simultaneously, Pansari and Kumar (2016) highlight the relevance of social influence and customer purchase engagement [5] . All of these scales of customer engagement facilitate the undertaking of quantitative studies in this conceptual area.
As tourism industry has become a significant economic and social activity in China, it has been significantly reflected in the number of research studies on tourism in China published in both Chinese and English academic journals. Most researches based their approaches on the current situation and needs of the industry, such as successful business strategies and the development of the field. eTourism and the online travel industry has also occupied a fundamental role on this academic trend. In fact, the travel industry is currently driven by innovation through the new media channels. According to previous studies, user experience has become an important trend within the online tourism, aiming to obtain positive behavioral outcomes from the customer. In fact, in order to face the increasing competition, brands need to develop an online environment that evokes engaging emotional and cognitive messages. The ultimate goal is to influence consumers' online behavior and to improve the purchasing experience.
This paper adopts the idea of the potential antecedents and consequences suggested by Hollebeek, while defending that customer brand engagement is a new component of the service value and the supply chain, based on the case of Ctrip in China. Accordingly, this study aims to investigate those factors influencing customer brand engagement from the perspective of an online platform in the area of tourism.
Literature Review

CRM in Service Value and Supply Chain
Service value and supply chain (SVSC) refers to the dynamic process of creating value through basic service activities and auxiliary service activities, forming a closed chain with a circular function. The service value chain model embodies a customer-oriented business philosophy, which shows that the internal service quality, employee satisfaction as well as both employee loyalty and productivity, positively create value for customers. On the other side, customer satisfaction and customer loyalty directly generate value for the enterprise by impacting the profits and enhancing the whole business environment, including the corporate culture, human resources, etc. Subsequently, those businesses seeking the creation of customer value need to effectively integrate service value within the supply chain, through increasing the quality of their services, enhancing their core competitiveness, and promoting a harmonious growth.
Nowadays, marketing strategies are experiencing a constant and rapid development. Managers and marketers are continuously creating new techniques and strategies according to the evolution of the market. New tools, new media and even new type customers have appeared in the last few decades, forcing the rules of the game to change. In this new landscape, customer relationship management needs to be understood as the most important business strategy. Currently, marketing is much more than promotion and sales, it is a constant strategic work, based on the design of new services and ways to attract and seduce the consumer. The ultimate goal is to create a long-term with the customer, building brand loyalty and engagement [6] (Hassana et al., 2015) . Customer relationship management should be a fundamental part of every organization's global strategy, based on identifying and satisfying the needs of the costumers in order to convert them to a loyal one, maximizing its value [7] (Mullins et al., 2014). Kalakota and Robinson (2001) propose a CRM life cycle model based on three different phases: attraction, promotion and maintenance [8] . The same model has been followed by numerous studies to analyze the relationship between a company and its customers (Fathoni, 2014). Each one implements a different kind of strategies to establish a long-lasting relationship with the consumer. The traditional marketing theory affirms that the value creation process of an enterprise takes place inside the organization. The customer is only a passive actor that takes the value created by the firm. From this point of view, consumers act as an exogenous factor of the value creation process. Conventionally, the increase or decrease of the profit of an enterprise primarily depended on the direct purchase, including purchases, repeated purchases, and cross purchases. However, the rapid development of the technologies of information and communication has given birth to a series of new media, making the interaction between customers and enterprises no longer limited to the traditional ways. Instead, word of mouth (online and offline), recommendations, online reviews published by customer as well as other types of non-purchase behavior can highly impact the business performance of any enterprise. Neglecting the importance of these factors may result in a major error.
Customer Brand Engagement
Customer brand engagement is a concept that can be interpreted as a psychological state of being connected and involve with a brand, leading to customer loyalty [9] (Brodie, Ilic, Juric, and Hollebeek, 2013). As an emerging topic, "engagement" has been studied by different academic disciplines, such as psychology and organizational behavior. Most of these studies aim to bring a better insight on how this concept plays an important role in behavioral outcomes, including customer satisfaction and brand loyalty [10] (Hollebeek, Glynn, Brodie 2014). From a psychological perspective, social engagement is a sense of involvement as the response to a social stimulus that is manifested by interacting with others and participating in social activities (Achterberg et al., 2003 , Felgenhauer et al., 2017 . Hollebbek (2011) defined customer brand engagement as the level of a customer's motivational state of mind towards a brand characterized by certain levels of cognitive, affective and behavioral activity during the interaction with the brand [11] . However, despite all these diverse interpretations, most experts agree on the fact that customer engagement manifests cognitively, affectively or behaviorally. According to , in the cognitive dimension, the consumer's level engagement is simply based on its interest in the specific object. The emotional dimension can be defined as the feeling of inspiration connected to the brand engaged. Finally, the third dimension, behavioral, is a state where customer's behavior is highly related to the engaged object and generates an interaction. Customer engagement usually is manifested by actions, in fact, an engaged customer will execute actions and behaviors that a not engaged one will not. They will provide recommendations for specific brands and products, which makes brand engagement a key element in companies' strategies for product development and customer retention (Hoyer et al., 2010).
According to Brodie et al. (2011) , customer involvement is the first step of brand engagement. Correspondingly, Hollebeek (2011) , determines the importance of brand experience, brand satisfaction and brand loyalty in the brand engagement process. Involvement has direct and strong effects on both brand satisfaction and brand loyalty. The model introduced by Hollebeek (2011b) , proposes that customer involvement is a key influencer of brand engagement and that customer-brand engagement influence factors that form relationship quality (trust, commitment and satisfaction), and that relationship quality ultimately influences loyalty.
The Basic Foundation of Customer Brand Engagement
Service-dominant logic (S-D logic) and social exchange theory are the basic foundations of customer brand engagement. Following the studies developed by Lusch (2008, 2016) , the S-D logic includes five main magnitudes: the concept of exchange itself, the idea of "value", customers as the main actor, the interaction between brand and customer and the origin of the economic development [12] [13] . They understand the traditional logic as a way of thinking focused on physical products, studying value as a creation of the producer due to the utilities of the good but owned by the customer. Actually, customers are both source and co-creator of the value (as it is perceived by the customer) and the economic growth is obtained from them in exchange.
Social exchange theory (SET), is one of the most relevant notions in the study of customer behavior. Social exchange implicates a set of interactions that lead to obligations . The basic principle of SET is that relationships will develop trust, loyalty and commitment in the long term. However, according to the theory, both parts have to follow the so-called "rules of exchange". SET is commonly used to understand B2B relationships as a social informal long-term exchange. It also provides a useful model for C2C exchanges.
Both concepts, S-D logic and SET, are the basic foundation of brand engagement. Understanding the concept of "engagement" is fundamental in order to obtain a better insight of the power of consumer behavior, including brand loyalty. 'Engagement' reflects a motivational state in which the individual (in this case the customer) delivers interactive experiences with a particular agent: the organization. Customers experience a brand privilege while using a product or service and also when interacting with a company.
Brand engagement needs to be a fundamental point from the earliest stages of business management, since the design of the product or service. It has implications for all the phases, including the post-purchase behavior, key for brand engagement [14] (Franzak et al., 2014) . In order to achieve a high brand engagement, it is important to create social values for the product or service, developing functional, hedonic and symbolic benefits. Specifically, emphasizing symbolic benefits is the most effective strategy to increase active engagement (Franzak et al., 2014) .
Empirical Analysis of CBE The Case of Ctrip
The biggest Chinese OTA Ctrip was founded in 1999 as an online travel platform. The founders were aware of the great potential of this market at a time when there were no real competitors in China. Today, Ctrip provides all kind of travel related services including accommodation reservation, transportation and corporate travel through an online platform consisting of a mobile app, a website and a centralized customer service center. Their business model combines practices based on innovation and value co-creation and it has proved a high effectiveness as the company controls more than 50% of the market share in the online travel agency segment. Thanks to its successful business strategy, the company has experienced in 2016 its biggest growth yet (76%), driven by the booming Chinese domestic and outbound travel markets (2017 China's Online Travel Industry Report, iResearch). Regarding the survey designed for this study, a questionnaire was officially launched on August 1, 2017 and formally closed on August 22, 2017. A total of 184 valid questionnaires from Indonesian customers in China were collected.
As it can be seen from Table 2 , Indonesian consumers in China commonly use Ctrip to purchase travel related products and services, accounting for 59.78% of the total. Another popular Chinese platform is Qunar, selected by 13.04% of the respondents. Table 3 shows that 51.16% of the Indonesian consumers that has previously used Ctrip purchased flights while 40.31% chose the platform to book hotel services. This confirms that for the majority of Indonesian consumers, Ctrip is a platform for flight and hotel reservations, not paying special attention to other services offered by the enterprise. Hollebeek (2011) argues that the two concepts of Involvement and Interactivity are considered as a necessary precondition for customer brand engagement. Therefore, the antecedents of customer brand engagement proposed by this paper include: involvement, perceived interactivity, customer satisfaction and trust. Brand loyalty is one understood as a consequence or outcome of CBE. As it can be observed from Table 4 , customer involvement has no significant impact on brand engagement, but has indirect significant impact on brand engagement by perceived interactivity. Perceived interactivity, customer satisfaction and trust all show a direct impact on brand engagement. Finally, brand engagement has been proved to significantly impact brand loyalty.
Empirical Analysis of Customer Brand engagement
Summary
New social media channels have transformed the way brands and customers interact with each other. Online platforms are nowadays the main resource for customers to purchase and compare products, as well as to know more about brands and their services. They also provide richer insights regarding customers' intentions and expectations. Social media brings profitable tools for businesses but also more risks and uncertainty. Social media campaigns are important drivers of brand loyalty while the nature and relevance of the content, its popularity, as well as the exposure of these messages are the keys to understand customer engagement on social media. Therefore, companies must dedicate their efforts to (co)create, motivate and engage, always adapted to their customer's needs and interests.
Brand involvement is a relevant concept in the SVSC, as it has a fundamental role in the consumer decision-making process. Engagement is the most important factor in the success of a business, reinforcing its value and profitability. In social media age, the manager of service value and supply chain should add the brand engagement into their works. A customer with high brand engagement not only can play important role in the co-creation value in service design, also can attract the attention by other customers.
